The article explores the social essence of creativity. Two studies where interactions with others shape the development of creative processes are presented; first, theoretical perspectives on creativity as social process are discussed. The first study analyzes social aspects of creative processes developed during leisure activities. Men and women (N=150) living in Córdoba (Argentina) were interviewed in the research. The second study is a form of biographical research. The sample includes 22 Argentine personalities prominent in the scientific and artistic fields. As a main result, in the two studies we observed that links with family, teachers, peers, colleagues, mentors, tutors and disciples shape the possibilities of developing everyday creativity as well as Big-C creativity. Finally, considerations and suggestions for future research on creativity as a social process are presented. Creativity emerges from dialogues, interactions and practices with others. It is not a solitary process: it involves languages, knowledge and actions that are socially constructed.
INTRODUCTION
Creative processes always depend on direct or indirect interaction with other people.
Creativity does not exist in a vacuum. Even in cases where the person develops creative processes in solitude, he or she always does so on the basis of languages, knowledge, procedures and expectancies that are socially constructed. In this article, two studies with convergent results are presented: their main finding is that creativity is always otherdependent.
In this paper, we argue for the theoretical and practical relevance of a social perspective on creativity and show results from research which account for this approach.
First, theoretical perspectives on creativity as a social process are presented. Then, two research studies are discussed. In the first study we analyze social aspects in creative processes developed by ordinary people during their free time/leisure activities. For this purpose, 150 adult participants (in the age range from 18 to 85) living in the province of Córdoba (Argentina) were interviewed. The second study represents biographical research on creative processes conducted with 22 renowned Argentineans, distinguished in various scientific and artistic fields. In conclusion, final considerations and future lines of research and investigation are proposed.
THEORETICAL PERSPECTIVES ON CREATIVITY BEYOND ALONENESS AND CAPABILITIES
Common stereotypes tend to link creativity with solitary, spontaneous, casual and sudden processes. However, developments in creativity research reveal that these stereotypes have little to do with what really happens during creative processes. Creators develop numerous efforts to achieve creative outcomes and many working hours are spent between ideas and their creative products. In addition, creative ideas and products always depend, in a certain way, on interaction with other people and culturally constructed and reconstructed knowledge and procedures.
In the field of creativity, the role of the others was not considered at the beginning of systematic research. Studies on the creative capacities of ordinary people as well as biographical research on creativity have focused on the analysis of subjective variables disregarding any social and relational aspects. In many cases social aspects have been considered, but in isolation, or only as external influences (Hennessey & Amabile, 2010) .
In adopting a sociocultural perspective, it is our interest to understand creativity in terms of processes of appropriation and internalization of different knowledge, languages and interactions with others. The social is not outside the subject; on the contrary, it constructs and reconstructs him/her permanently.
The basic premise of this model is that, when people generate new ideas as part of their on-going creative action, they do so by alternating between and integrating perspectives and these perspectives are fundamentally linked to social positions and practices. In other words, the cognitive processes involved in divergent thinking are intrinsically social as they both emerge out of social experience and reflect its polyphonic and dialogical character. This last feature is well documented in dialogism and dialogical self theory (Hermans, 2001) , another strand of literature that strongly advocates for a social reformulation of seemingly individual, intra-psychological processes (Glăveanu, 2015a, p. 113) .
In agreement with Glăveanu (2010) , we believe in the need for developing sociocultural approaches that take into account the relationships between people, communities and cultural artifacts which are generated in creative processes. The author proposes a new paradigm that transcends the perspectives of I (research on everyday creativity), HE (research on creativity that is socially acknowledged) and WE (approaches which consider the incidence of social and systematic variables on creativity), and studies creativity within the frame of the interrelations between four elements: the creative subject, community, existent cultural artifacts and new products being created. Recently, Hoff (2015) has argued for the need to incorporate the perspectives of SHE, YOU and THEY, emphasizing motivational and emotional aspects, and the interaction between subject and other. The author proposed a definition of creativity in terms of a collaborative, generative and novel way of experimenting with reality.
Saywer (2006) stressed the need for interdisciplinary studies of creativity that integrate individual, social, cultural and historical approaches. Creative processes depend not only on individuals; to consider collaborative work with others, in social, cultural and historical contexts is indispensable.
But creativity research is still in its infancy (...) For a complex phenomenon like creativity, a complete understanding requires us to develop explanations at individual, social, and cultural levels. We need to understand relationships between individuals and contexts: how conventions emerge from groups of people, and how people are influenced by the conventions of a domain (p. 315-316) .
Recent neurological studies also emphasize the relevance of social interactions in creative processes. The well-known Argentinean neuroscientist Facundo Manes highlights, for example, the importance of social interactions and diverse experiences in the development of creativity "… the sociocultural factor plays a crucial role, since the access to experiences of different nature reshapes the brain connections that are necessary to generate innovative solutions" (Manes, 2014, p. 207) .
Creativity might often presuppose solitary activity, but this activity always involves socially constructed meanings, senses and motives. Creativity always develops in interaction with others (even when this interaction is at the level of the symbolic), with social, scientific, artistic and cultural problems and on the basis of the existent resources and knowledge in the community. Creativity is always a distributed process (Glăveanu, 2014a) . Csikszentmihalyi and Sawyer (2014) interviewed creative persons in different fields and explored a relevant moment in the creative process: insights. They observed that the moment of insight appears as one short flash in a complex, time-consuming, fundamentally social process. Insights also depend on interaction with others and social contexts. On the other hand, Hooker, Nakamura and Csikszentmihalyi (2014) highlighted the importance of apprenticeship experiences in shaping the potential of young scientists, artists, thinkers, performers and entrepreneurs.
In the field of research on creativity, we see the need to go beyond the idea of solitary experience, beyond studies focused on people's (inner) capacities and expand the focus of analysis to interactions and collaborative creative processes. We also highlight the value of studying creative experiences lived by people and groups (Long, 2014) and of going beyond tests and questionnaires, and adopting qualitative methodologies as an important challenge for researchers in the field of creativity.
More than two decades ago, Montuori and Purser (1995 ) proposed deconstructing the lone genius myth and building a contextual view of creativity. Recently, continuing this line of argument, Eisler, Donnelly and Montuori (2016) have said:
It is our hope that our efforts to outline a gender-holistic, contextual perspective on creativity can make a contribution to this process by pointing to the need to view creativity as embedded in a particular set of social relations. We are well aware that these relations are, at this point in time, still based far too much on dominator dynamics. But we believe that, as creativity becomes more gender-inclusive and contextualized, we have an opportunity to transform not only creativity, but the social and moral web of human relationships in a partnership direction (p. 27).
In short, a social pespective of creativity involves much more than interactions during the creative process. Recognizing the social essence of creativity implies that real and symbolic relationships between groups, genders, powers, artifacts and representations should be the focus of study.
TWO SIDES OF THE SAME COIN: TWO STUDIES, ONE RESULT
Two different studies that show the same result are presented: creative processes, always depend on interaction among people. The studies have been carried out within the frame of a Doctoral thesis entitled La creatividad en personas comunes. Potencialidades en Contextos cotidianos 1 (Creativity in ordinary people. Potentials in everyday contexts).
Our studies of everyday creativity and on the biographies of creative Argentineans recognized for their achievements in different fields support the understanding of creativity as a sociocultural process that always implies real and symbolic interactions with others and with culturally diverse knowledge, resources and experiences.
Elisondo, R. Creativity is Always a Social Process

ONE SIDE OF THE COIN OR STUDY 1 Methods
In previous research (Elisondo, 2008a; 2008b) of the subjects were females. The people who constituted the study group participated actively and regularly in leisure activities. 21% of the people participated in NGO carrying out community jobs (N=32). 19 participants practiced classical dance, 18 were dedicated to music and 16 worked on activities related to the visual arts. 16 interviewees worked on handcrafts, 15 participated in religious communities and 9 in theatre workshops. 17%
of those who participated in extra activities did so in several of the artistic and community areas previously mentioned (N=25). The interviews focused on the following topics:
description of extra activities, feelings and motivations associated with involvement in these activities, organization of work, family and leisure schedules, interest in other proposals and leisure activities. We used open, axial and selective coding, the method of constant comparison and theoretical sampling to generate categories and substantive theories (Strauss & Corbin, 1990) .
Results
We built the following general categories during the analysis of the interviews: judgements, among other contributions. In the processes of creative development, family and friends have an outstanding role since they support the actions of the participants offering support, help in everyday activities and release them from some responsibilities so that the participants can get involved in the leisure activities they are interested in.
We present excerpts from interviews that show the importance of other people in everyday creativity:
The constant encouragement they give me positively influences my creativity (Lorena, 30 years).
I'm a cop, study psychology at night and do theatre, I could not do anything if not for the support of my children and my husband (Patricia, 40 years).
During involvement in leisure activities, the interactions that ordinary people build with teachers, coordinators, and colleagues, condition the processes of creative development. The exchange of theoretical and practical knowledge, experiences, and ways of performing in these fields broaden the subjects' horizons and enrich their works and creative processes.
Some of the leisure activities in which the interviewees participated imply group constructions (theatre performances, choreographies and circus) in which of necessity, they need to interact with others to build their creative products. These interactions and communications not only influence the creative products themselves but also the processes of creativity development for each of the members of the group.
The public and those who receive the creative products also represent significant others in the creativity development processes of ordinary people. The productions are redefined and reconstructed according to the way others see them and the perceptions of the creator in relation to that view.
We always consider the public presentation of the works, each work is reconstructed in interaction with the public, it is something unfinished that must be completed by the public (Lucas, 23 years).
Some respondents highlighted the social sense of their practices within community contexts, recovering the value of helping others and contributing to society. 
THE OTHER SIDE OF THE COIN OR STUDY 2 Methods
Study 2 was a case study (Stake, 1995) focused on Big C creativity, i.e., related to prominent figures and socially recognized achievements (Lebuda, 2015) . Specifically, we followed the biographical studies of creative personalities (Csikszentmihalyi, 1996; Gardner; 1993; Gruber & Walace, 1999 We analyzed each of the cases, using the method of constant comparison and theoretical sampling; taking into consideration interrelationships between subjective and contextual factors (Gruber & Walace, 1999) , we compared the processes developed by creative individuals in order to identify commonly emerging themes (Gardner, 1993) and studied the interrelationships between people, fields and domanis as proposed by Csikszentmihalyi (1996) .
Results
From the biographical study of multiple cases, we built three general sections: Living, Creating is much more than a cognitive process
In the third section, Legacy, we analyzed the contributions of the creative individuals to specific fields and society in general.
As in Study 1, we were particularly interested in categories that refer to interactions with others during the creative process. The biographical analysis carried out shows that Because among them may be a future writer (Sabato, 1998, pp. 47-48 ) . Galasso, 2004, pp.34-35) .
Adulthood is a stage in life in which creators count on more resources to deploy creativity (time, contacts, knowledge and economic resources). The relationships with meaningful others are also very important in this period. Relationships are strengthened and new interactions emerge, students and disciples have an outstanding role in adulthood and in old age. In maturity, creative people start positioning themselves at the other end of areas, i.e., they are no longer to be evaluated, but they are the judges and referees; they stop being students and disciples and become teachers and mentors. In adulthood, the creative start to be part of specialized areas, now it is they who play the role of gatekeepers. Managers are also important in the processes of deployment of creativity because they serve administrative, bureaucratic and economic matters providing creative individualss with time, space and money to dedicate their time fully to creative activities.
The managers advise creative people on a central aspect of creativity, the promotion and selling of works and products. Critics and detractors also play an important role in creative processes, defying and stimulating creative individuals even more. In biographical studies it has been observed that the others offer ideas, resources, support and assessments that condition the creative processes throughout life. Peer groups, friends, teachers, tutors, partners have helped the creative person along the path of creation, providing different indispensable elements for the consolidation of respective scientific and artistic careers. Considering the importance of social interactions in creativity, we did not observe differences between people working in different fields.
In all cases, interactions with teachers, mentors, colleagues, disciples and family sharpen creative processes. An interesting line for future research is to analyze the kinds of influences of others at different moments in the creative process. Also, it is relevant to carry out comparative studies between scientists' and artists' groups in the future.
FIVE CONSIDERATIONS: THE OTHERS AND THEIR ROLE IN MUNDANE AND HISTORICAL CREATIVITY
The results and analyses carried out allow us to define at least five general characteristics that account for the social character of creative processes.
1. Others participate in the processes of generation of ideas.
This stage of the creative process seems to be the most individual; however, ideas never emerge in a vacuum, but they depend on socially constructed knowledge, readings from others' perspectives, interactions and dialogues.
Experiences lived in different contexts, among them the educational, also broaden the possibilities of generating new ideas. Even though the creator is thinking alone, he always does so in relation to others' thoughts, knowledge, and productions. Therefore, this stage in the creative process is also social and is conditioned by cultural and historical factors (Glăveanu, 2015b) .
The development of ideas and actions in different contexts always depends on other
people who offer their assistance, help and orientation.
The contributions of others vary in nature: emotional support, economic aid, specific orientations in relation to the object of knowledge, facilitating contacts with specialized areas, training opportunities and professional growth. In interviews and biographies it has been observed that the contributions of family, friends, colleagues, mates, critics, mentors, disciples and professors are indispensable in the development of creative processes, both for everyday life and recognised creativity. Affective and cognitive support (Gardner, 1993) and necessary aids (Therivel, 1999) are fundamental for the development of creative processes in any area, field and context.
3. Places also play a fundamental role in creative processes.
In the analysis, it has been observed that certain environments (schools, universities, NGOs, cafés, gatherings) facilitate social interaction among people with different perspectives and promote the development of creative processes.
The places that people construct and inhabit throughout their lives and the bonds that generate in them, influence the possibilities of developing creative processes in both mundane and recognised forms of creativity.
Creativity sometimes develops in duos or creative groups.
Others play an important role in the collaborative processes of creation of creative products. Others not only support, but also have a fundamental role in creation. Ideas and creative products are not the property of one person but they emerge from the interaction of duos or groups. The richness of diverse points of view and the knowledge of the participants defines an interesting context for creativity. Specialists in the field of creativity (Gardner 1993; Chadwick & Courtivron, 1993; John-Steiner, 2000) have also highlighted the role of creative duos and collaborative work during creative processes.
5. The social character of creativity is also visualized in the stage of evaluation or assessment of creative products.
At this stage, expert judges, audiences, the public and critics provide their appreciation in relation to creative products. These assessments also influence the processes and revision or reformulation of the products. It is important that the creative individuals take this moment of the process into account and are able to persuade others to buy their ideas and products. In this sense, the 6P model of creativity (Kozbelt, Beghetto & Runco, 2010) , besides the components of person, product, process, environment and potential, highlights the need of persuasion as fundamental for the creative processes. The model of the 5A, Actor, Action, Artifact, Audience, Affordances, (Glăveanu, 2013 ) also highlights the importance of others, the audience, in the dynamic, complex and systemic creative processes.
Both creativities, 'big' and 'small', require others to develop and materialize in creative products. From the studies briefly presented here we observe that people construct and reconstruct relationships and interactions which have a direct influence on creative processes generating opportunities but also obstacles and challenges (in some cases, others impede the creative process and recognition of the products). For example, particular contexts, such as dictatorships, have hindered the creative process, since, in many cases, the creators are forced into exile. Paris was the city that hosted most of the creative exiles in the sample studied; in this city they found opportunities to continue creating and showing their work, and to contact other creative individuals. Paris was a shelter and an environment conducive to the development of creativity.
Paris was freedom; freedom with all that that word means ( ... ) We were in a dictatorship where the Church always had something to say, and it was logical to feel pressured from all sides. And in Paris (...) the mentality was different. Not surprisingly, artists were always seeking freedom in Paris. (Walsh, 2008 3 )
We are interested in highlighting the dynamism of the relationships people build. In the field of creativity it is necessary to deepen the sociocultural perspective and study the creative experiences of people in everyday life. Qualitative studies, narratives and participant observations are interesting tools for developing these perspectives in the field of creativity. The inherent complexity of creative processes challenges researchers to develop analytically inclusive frames, without disregarding different development levels among the perspectives (Reiter-Palmon, 2014) and celebrating the advances and singularities of each approach (Tanggaard, 2015) .
Glaveanu (2014b) proposes six general ideas to "get out of the box" and develop sociocultural perspectives in the psychology of creativity. The first is formulating bold, surprising and new questions. The second idea is reflecting on the definitions constructed and analysing how these facilitate or limit the possibilities, methodologies and possibilities of analysis and new interpretations. The third idea is broadening the traditional units of analysis, in general centered on the individual, to incorporate perspectives that study the interactions between subjects in particular contexts. The fourth idea is searching for unique interesting samples to develop new methods. The fifth idea refers to the need to build theories and not only quote the developments of other authors. The sixth idea implies thinking through the conclusions of the studies in practical terms, i.e., understanding research about creativity beyond that of a scientific or academic exercise.
Thinking through the results of our research in practical terms, we consider it important to promote interaction with different people and knowledge in formal, non-formal and informal educational contexts. Following this idea, we have developed educational experiences with unexpected teachers (by means of inviting teachers to classes, who may be surprising for the students) at university (Elisondo, Donolo & Rinaudo, 2012; Elisondo & Melgar, 2016) . Moreover, we believe it is relevant to promote participation in leisure activities and the construction and reconstruction of social spaces for the development of the arts, sciences, sports and community development. In urban contexts it is indispensable to develop policies and actions oriented towards the growth of creative cities that offer multiple and diverse spaces for citizens to expand their creative potential. In the field of creativity research, we highlight the importance of broadening the sources of enquiry and analysis, accounting for the multiplicity of voices, representations, subjects and interactions that are weaved together in creative forms of expression.
